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I         KEY  CONCLUSIONS 


A.      DiSTRIBUTiON  CHANNELS  FOR  PORTABLE  ELECTRIC 
TYPEWRITERS  IN  THE  UNITED  STATES 

•  All  manufacturers  use  several  channels  to  distribute  their  typewriters  but  no 
one  manufacturer  uses  all  of  the  channels. 

All  manufacturers  distribute  portable  electric  typewriters  to  mass 
merchandisers.  Mass  merchandisers  include  the  large  well-known 
department  stores  such  as  Macys  and  Gimbels,  as  well  as  the  discount 
chains  such  as  Bradlees  and  K-Mart. 

•  Exhibit  I- 1  shows  four  manufacturers,  primary  and  secondary  distribution 
channels. 

While  three  out  of  the  four  sell  to  independent  retailers  primarily, 
Brothers  concentrates  on  the  mass  merchandiser. 

Brothers  specializes  in  producing  "house  brands"  for  the  various  mass 
merchandisers,  with  Sears  being  a  good  example. 

Olympia  sales  to  mass  merchandisers  are  limited  to  Macys  and 
Bambergers  as  regular  department  stores,  note  discounters  like  K-Mart. 
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EXHIBIT  1-1 


MANUFACTURER'S  DISTRIBUTION  CHANNELS 
FOR  PORTABLE  ELECTRIC  TYPEWRITERS 
IN  THE  U.S. 


Retailers 


SCM*      Brothers*    Silver  Olympia 

Seiko 


'Estimated  by  Input 
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Olympia's  final  10%  that  are  sold  by  direct  mail  are  specifically  offered 
to  oil  company  credit  card  users. 

SCM's  strength  is  in  a  strong  retailer  distribution  base.  SCM  fully 
supports  this  base  and  retailers  respond  by  pushing  SCM  typewriters. 

SCM  doesn't  produce  "private  labels"  because  their  name  is  so  well 
known  it  would  be  foolish  not  to  capitalize  on  it.  Instead,  SCM 
produces  less  expensive  "department  store"  models  that  have  the  same 
features  as  the  standard  models  but  the  insides  might  have  some  plastic 
parts,  for  example,  where  the  regular  model  has  metallic  parts.  In  this 
way  the  "department  store"  model  can  be  favorably  compared  feature 
for  feature  with  the  standard  model  and  still  be  sold  for  less  money. 

•  Manufacturers  offer  discounts  from  some  "suggested  retail  price"  to  all  their 
customers.  The  final  price  is  a  result  of  applying  the: 

Commercial  discount. 

Volume  discount. 

Prompt  payment  discount. 

Prepaid  freight  discount. 

•  Exhibit  1-2  shows  the  discounts  offered  by  the  various  manufacturers,  it  is 
based  upon  the  data  they  have  given  in  addition  to  the  information  from 
distributors  and  retailers  that  could  be  identified  with  a  particular 
manufacturer. 
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There  is  little  or  no  difference  between  the  price  offered  to  the 
distributor  who  buys  directly  from  the  manufacturer  and  the  retailer 
who  does  the  same. 

Silver-Seiko  offers  a  lesser  discount  to  distributors  and  assumes  they 
will  make  up  the  difference  in  volume  discounts. 

Brothers  gives  the  best  possible  price  up  front  and  there  is  "no  game 
playing." 

•  As  in  all  equipment  fields,  manufacturers  respond  in  one  form  or  another  to 
competitive  market  forces. 

Special  promotions  are  more  frequently  held  in  highly  competitive 
metropolitan  locations  than  they  are  in  more  isolated  areas. 

•  SCM  claims  to  be  the  largest  portable  typewriter  manufacturer  in  the  world 
and  their  marketing  is  aimed  at  retaining  their  market  share. 

Retailers  claim  SCM's  share  is  being  eroded  because  competitive 
machines  are  proving  to  be  just  as  durable  as  SCM's  reputation 
indicates. 

B.       GROSS  MARGINS  ALONG  THE  DISTRIBUTION  CHAIN 

•  The  price  the  consumer  pays  the  retailer  varies  considerably  depending  upon 
the  competitiveness  in  the  local  market,  as  shown  in  Exhibit  1-3. 

•  The  retailer  buys  at  a  relatively  fixed  40%  discount  from  a  suggested  list 
price.  If  the  retailer  is  large  and  has  a  strong  cash  flow,  additional  discounts 
such  as  volume,  prompt  payment,  and  prepaid  freight  help  to  increase  his  gross 
margin. 
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EXHIBIT  1-3 


PRICES  PAID  BY  MEMBERS  OF  THE  DISTRIBUTION 
CHAIN  FOR  A  HYPOTHETICAL  ELECTRIC  PORTABLE  TYPEWRITER 


$50  ($40-$65) 


Distributor 


$60 


Manufacturer  or 
Representative 


$60 

($60-$75) 


Retailer 


$50 
($35-$60) 


Mass 
Merchandiser 


$90 
($80-$100) 


$70 
($70-$90) 


Manufacturer's  Hypothetical  Suggested  List  Price  for 
Electric  Portable  Typewriter    -  $100 
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o  The  distributor  must  receive  volume  discounts  and  prepaid  freight  in  order  to 
net  any  profit  from  the  deal. 

The  distributor's  commercial  discount  is  about  the  same  as  the 
retailer's.  Distributors  need  a  little  more  room  to  operate  and  so  must 
take  advantage  of  every  option  offered  to  them. 

Distributors  feel  that  there  is  no  real  money  available  for  them  in 
portable  typewriter  distribution  but  that  they  must  carry  them  in  order 
to  be  able  to  completely  service  their  retailers. 

•  The  mass  merchandiser  pays  the  same  price  as  the  retailer  for  the  regular 
production  line  electric  portable  typewriter.  The  same  volume,  freight,  and 
credit  discounts  are  available  but  the  mass  merchandiser  is  better  able  to  take 
advantage  of  them. 

The  mass  merchandiser  sells  the  regular  production  machine  at  about 
the  same  price  as  the  retailer  sells  it. 

The  mass  merchandiser  exercises  his  economic  power  when  he  buys  in 
sufficient  quantities  to  justify  a  "private  label"  or  special  "department 
store"  model  that  is  bought  for  less  and  sold  for  less  than  the  regular 
model  but  provides  the  mass  merchandiser  the  same  margin  as  with  the 
regular  model. 

At  K-Mart,  for  example,  the  SCM  "Deauville"  model  sits  on  the  shelf  at 
$10-20  less  than  the  comparable  regular  SCM  model  with  a  feature  card 
showing  identical  features  for  each;  they  both,  in  fact,  look  identical. 
The  "Deauville"  model,  however,  will  only  be  found  in  K-Mart.  It  is,  as 
the  clerk  said,  "a  special  purchase  model." 

•  SCM  is  a  U.S.  manufacturer.  The  other  manufacturers  have  wholly  owned 
subsidiaries  that  sell  their  typewriters  in  the  U.S. 
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None  of  the  wholly  owned  sales  subsidiaries  would  divulge  the  price/ 
margin  they  pay  the  manufacturer  of  the  typewriter.  Certainly,  the 
U.S.  sales  subsidiaries  pay  more  than  just  the  raw  manufacturing  cost. 
Shipping  costs  plus  the  manufacturers'  overhead  is  added  in.  All  the 
U.S.  representatives  agreed  that  they  pay  something  above  raw  costs, 
but  how  much  above  is  very  confidential. 


C.       MARKET  FORECAST 

•  The  respondents  see  the  market  for  portable  electric  typewriters  as  growing 
very  slowly  because  the  major  segment,  student/home,  is  a  constant. 

During  the  next  five  years  freshmen  entering  post  high  school  institu- 
tions will  remain  just  under  the  three  million  level. 

Small  businesses  are  expected  to  begin  to  buy  low-end  word  processors 
and  very  small  computers. 

The  home  market  may  grow  during  the  next  five  years  but  the  rate  will 
be  in  line  with  the  other  segments. 

•  Overall  the  market  is  forecast  to  grow  at  a  3.3%  compounded  annual  rate,  as 
shown  in  Exhibit  i-4. 

The  student/home  market  should  grow  at  a  3%  rate. 

The  small  business  market  has  been  projected  at  5%  per  year  com- 
pounded annually, 

•  The  1980  sales  of  1,5  million  units  was  used  as  the  base. 
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EXHIB4T  \-H 


MARKET  FORECAST  FOR  PORTABLE 


ELECTRIC  TYPEWRITERS  IN  THE  U.S 


1980-1985 


Units 
Sold 
(OOO's) 


2000  -T- 


1600 


1200  -- 


800  — 


1762 

1706   -  Total 


1515 


Student / 
Home 


400 


190 


15 


1981 


200 


15 


210 


16 


82  83 
YEAR 


220 


16 


84 


230  Small 
 •  Business 


17 


Miscellaneous 


1985 
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This  figure  was  suggested  by  the  respondents  as  a  reasonable  1980 
sales  estimate. 

Growth  rates  higher  than  these  may  be  acheived  if  a  greater  percentage  of 
students  are  convinced  to  buy  this  kind  of  typewriter. 

Electronic  portable  typewriters  are  not  expected  to  increase  the  market 
during  this  time  period.  Some  purchases  may  be  postponed  while  customers 
wait  for  prices  to  drop.  The  high  price  of  electronic  machines  may  open  small 
business  owners'  minds  to  the  possibilities  of  alternatives  such  as  a  very  small 
computer  with  word  processing.  In  either  case,  the  effect  will  be  negative  if 
it  is  felt  at  all. 
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RESPONDENT  PROFILES 


DISTRIBUTORS 


Usually  several  brands  of  electric  portable  typewriters. 


TYPICAL  DISTRIBUTOR 


MANUFACTURER  SALES 

SCM  30% 
OLIVETTI  25% 
OLYMPIA  25% 
ROYAL  20% 


Sales  are  solely  to  retailers. 

One  distributor  averages  15%  discount  from  a  distributor  list  price  but  then 
adds  a  20%  to  30%  mark-up  to  the  distributor  list  price  when  selling  to  the 
retailer. 

If  a  typewriter  has  a  $100  suggested  retail  price,  then  this  distributor 
buys  the  typewriter  for  an  average  of  $43  and  sells  it  for  an  average  of 
$65  to  a  retailer. 


( 


The  $43  average  buying  price  for  the  distributor  includes  a  2-3%  volume 
discount  at  each  discount  schedule  breakpoint.  This  is  not  passed  on  to 
the  retailer. 

One  respondent  gives  retailers  a  5%  cash  discount  for  payment  within 
ten  days. 

Fifty  percent  of  the  distributors  interviewed  stated  that  they  carried 
portable  typewriters  to  round  out  their  product  mix  and  as  a  con- 
venience to  their  customers. 

Distributors  offer  retailers  faster  delivery  and  better  credit  terms  than 
can  be  obtained  from  the  manufacturer. 

One  distributor  offers  "open  accounts"  with  30  -  48  day  credit  as 
opposed  to  SCM's  10-day  full  pay  requirement. 

Sales  promotion  is  primarily  based  upon  the  direct  mailing  of  a  price  catalog 
special  flyers,  etc. 

Some  NOMDA  trade  journal  advertising  is  placed. 

Fifty  percent  of  the  distributors  interviewed  used  outside  sales  people 
in  the  local  area. 

Larger  distributors  are  gradually  shifting  their  emphasis  away  from  local  areas 
and  moving  towards  nationwide  selling  through  expensive  catalogs. 

One  respondent  reported  total  sales  promotion  expenditures  of  about 
$50,000  per  year  primarily  for  a  catalog.  Very  little  could  be  attributed 
to  portable  typewriters  because  they  represent  such  a  small  portion  of 
the  business. 
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As  this  progresses,  their  prices  will  approach  retail  prices  but  their 
volume  will  still  enable  them  to  buy  at  distributor  prices  giving  them 
the  full  mark-up. 

The  inventory  practices  of  the  responding  distributors  are  shown  in  Exhibit  11- 
I. 

Distributors  have  large  enough  volume  so  that  they  can  reach  to 
minimum  order  quantities  monthly  in  order  to  obtain  volume  discounts 
and  prepaid  freight. 

In  general,  SCM  does  not  support  the  distributor  with  as  high  a  level  of  support 
as  is  provided  to  the  retailer  since  their  marketing  efforts  are  strongly 
directed  to  retailers  and  mass  merchandisers. 

The  manufacturers  provide  distributors  with  the  usually  brochures, 
product  specifications,  point  of  purchase  displays,  and  price  lists. 

The  responding  distributors'  product  mix  was  limited  to  business  equipment  and 
didn't  include  furniture  or  stationery  items  as  shown  in  Exhibit  11-2. 

No  distributors  indicated  that  computers  were  carried  or  were  soon  to 
be  stocked. 

One  distributor  carried  word  processors. 

Typewriters  represented  at  most  25%  of  the  distributors  annual  sales,  as  shown 
in  Exhibit  11-3. 

Portable  typewriters  were  usually  less  than  10%  of  overall  sales. 
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EXHIBIT  11-2 


PRODUCT  MIX  -  DISTRIBUTORS 


RESPONDENT 


TYPEWRITERS 


OTHER  PRODUCTS 


B 


SCM 
Olivetti 


SCM 
Olympia 
Adier 
Olivetti 

SCM 
Olympia 

SCM 
Olivetti 
Royal 
Olympia 


Calculators 
Dictating  Machines 
Video  Products 
Telephone  Answering 
Machines 

Calculators 
Checkwriters 
Telephone  Answering 
Machines 

Calculators 
Cash  Registers 

Calculators 
Cash  Registers 
Dictation  Equipment 
Telephone  Answering 

Machines 
Used  Typewriters 
Reconditioned  IBM 
Typewriters  and 
Word  Processors 
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EXHIBIT  11-3 


PERCENT  OF  DISTRIBUTOR  RESPONDENTS' 
OVERALL  SALES  REPRESENTED  BY  TYPEWRITERS 


DISTRIBUTOR 

PERCENT 

COMMENTS 

— ' — ■ — ■  ^    ■  ■■ — -■' 

A 

3 

B 

25 

C 

10-15 

80% 

Cash  Registers 

D 

10 

Portables  less 
than  5% 
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Portable  SCM  typewriters  were  sold  the  most  because  they: 

Do  saturation  advertising. 

Have  an  established  name. 

Make  a  quality  product. 

Distributors  feel  that  the  market  will  grow,  but  slowly,  because  "every" 
student  gets  one  and  cottage  industries  are  growing.  Heavy  duty  portables 
may  be  replace  light  duty  models  that  have  been  used  in  homes. 

One  distributor  felt  that  consumers  will  update  their  machines  to 
electronic  portables  when  the  price  comes  down  to  the  $300  I  eve  I. 

RETAILERS 

Portable  electric  typewriters  are  sold  primarily  to  students  and  as  a  general 
purpose  home  typewriter,  as  shown  in  Exhibit  II-4. 

Heavy  duty  electric  portables  are  sold  to  small  businesses,  professional 
offices,  home  businesses,  and  in  very  small  percentages  to  students  who 
expect  to  go  beyond  the  normal  student  typing  load. 

There  is  some  differentiation  by  brand  but  it  varies  by  retailer. 
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EXHIBIT  11-4 

RETAILER'S  MARKET  FOR  PORTABLE  ELECTRIC  TYPEWRITERS  IN  THE  U.S 
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TYPICAL  RETAILER 


MANUFACTURER 


MARKET 


SCM 


75%  Students 


20%  Home 


5%     Small  business 


BROTHERS 


50%  Students 


50%    Small  office 


SILVER-REED 


100%  Students 


Portable  electric  typewriters  are  generally  bought  directly  from  the 
manufacturer  and  sold  over  the  counter  to  walk-in  traffic. 

Retailers'  outside  salespeople  do  not  sell  portable  typewriters  because 
there  is  little  margin  to  give  commissions. 

One  retailer  buys  from  a  distributor  because  he  receives  40%  off  the 
retail  list  price  but  only  gets  34%  from  the  manufacturer  (Olympia). 

Retailers  generally  buy  electric  portable  typewriters  at  a  40%  discount  from 
the  suggested  retail  price. 

Additional  discounts  are  available  for  volume  purchases;  "effective" 
discounts  available  are  prompt  payment  and  prepaid  freight. 

One  small  retailer  reports  getting  only  25%  from  SCM  and  30%  from 
Brothers. 

SCM  makes  special  models  for  large  mass  merchandisers  which  are 
bought  by  the  mass  merchandisers  for  less  than  the  similar  model  sold 
to  office  products  retailers. 
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Brothers  produces  electric  portables  under  "house  labels"  which  are 
purchased  in  large  quantities  by  very  large  mass  merchandisers 
especially  the  discounters. 

Small  retailers  have  particular  difficulties  with  some  brands,  especially 
SCM,  because  medium  or  large  office  supply  chains  can  sell  electric 
portables  at  less  money  than  the  small  independent  retailer  can  buy 
them. 

There  is  no  pattern  to  the  way  volume  discounts  were  reported.  Some 
examples  are: 

Discounts  are  offered  on  the  dollar  amount  purchased.  Translated  (by 
the  respondent)  into  units,  it  is  about  5%  additional  for  each  group  of 
six  units  purchased,  beginning  with  the  first  six. 

SCM  volume  discounts  begin  at  100  units  with  one  retailer  reporting  a 
discount  of  $1.25  per  unit  at  that  level. 

The  same  retailer  claims  a  $3.00  per  unit  discount  at  the  50-unit  level 
from  Silver-Seiko. 

The  retailer  who  buys  electric  portables  from  a  distributor  receives  a  5- 
10%  discount  at  the  lOO-unit  level.  He  also  received  prepaid  freight 
and  a  2%  net  10  prompt  payment  discount. 

Profit  margins  on  electric  portable  typewriters  run  no  more  than  about  20%. 
Retailers  claim  they  do  not  make  much  money  on  these  machines.  Standard 
typewriters  are  much  more  profitable. 

Two  retailers  carry  electric  portables  as  a  convenience  to  the  market. 

Discounts  to  end  users  run  up  to  20%  in  the  most  competitive  market, 
but  are  only  5-10%  generally. 
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The  smallest  retailer  claims  there  is  no  room  for  discounts  on 
5CM  and  only  1-2%  on  Brothers. 


Yellow  pages  are  the  primary  means  of  advertising  used  by  the  retail 
respondents. 

Direct  mail  campaigns  and  local  newspaper  advertising  are  used 
seasonally: 


One  multi-store  retailer  uses  T.V.  and  radio  advertising  for  all  products, 
including  portable  typewriters. 

Portable  typewriters  are  emphasized  during  the  appropriate 
seasons. 

It  is  very  difficult  for  retailers  to  separate  advertising  expenditures  for 
electric  portable  typewriters  from  their  total  advertising  expenditures. 

The  responses  varied,  with  two  retailers  reporting  $1,000-2,000  per 
year,  two  reporting  $10,000-15,000  per  year,  and  the  multi-storechain 
claiming  $600,000-700,000  per  year. 

The  retailers  at  the  lower  end  of  the  range  rely  on  SCM's  extensive 
advertising  campaign. 

Co-op  advertising  allowances  are  about  2-3%  of  purchases  at  the  wholesale 
price  level  from  each  manufacturer. 


May  -  June 
August  -  September 
November  -  December 


Graduation 


Going  back  to  school 
Christmas 
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Inventory  levels  and  purchase  order  quantities  are  based  upon  the: 


Volume  sold. 


Available  delivery  time. 
Minimum  order  levels. 


Prepaid  freight  order  levels. 

Volume  discount  schedule. 

The  respondent  retailers'  inventory  levels  and  purchase  levels  vary  widely  and 
are  summarized  in  Exhibit  11-5. 

No  contracts  for  electric  portable  typewriters  are  required  by  the 
manufacturers  of  the  typewriters. 

No  contracts  are  required  by  the  distributors  of  electric  portable 
typewriters. 

SCM  controls  the  number  of  dealers  in  an  area  within  the  U.S.  SCM 
gives  electronic  typewriters  to  the  more  established  dealers  but  expects 
an  up-front  commitment  to  purchase  a  large  number  of  units. 

Dealers  are  reluctant  to  make  such  a  commitment  because  no  one 
knows  how  a  $690  unit  will  fare  in  the  student  market  when  electric 
portables  are  selling  for  about  $200. 

As  in  most  retail  businesses  the  major  expense  is  the  purchase  of  the  goods  to 
be  sold.  Office  equipment  is  no  different  as  shown  in  Exhibit  11-6. 


Advertising  costs  are  also  within  the  range  of  other  small  businesses: 


Camera  Shops 

Equipment  Rental  Services 

Repair  Services 


2.0  -  3.5% 
1.7  -  4.7% 
1.0  -  1.6% 
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EXHIBIT  II-6 


DISTRIBUTION  OF  A  RETAIL  SALES  DOLLAR 


8% 
(7%-10%) 


12% 
(111-14%) 


17% 
(17%-18%) 

Personnel 


60% 

(58%-63%) 
Cost  of  Goods 
Plus  Cost  of  Inventory 


Numbers  in  parentheses  are  the  reported  range  in  each  category, 
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Other  expenses  do  not  seenn  too  out-of-line  as  compared  with  other 
small  businesses  at  the  retail  level. 


SCM's  strong  market  push  is  through  retailers  and  so  they  provide  a  wide 
variety  of  support,  although  dealers  could  not  put  a  dollar  value  on  the 
support. 

SCM  provides  retailers  with: 

Yellow  pages  listing. 

Point  of  purchase  displays. 

Product  specification  sheets. 

Sales  brochures.  ^ 

Most  importantly,  SCM  provides  free  sales  training  and  free  main- 
tenance training. 

Maintenance  training  is  most  valuable  as  it  can  add  another  profit 
center  to  the  establishment. 

Retailers  carry  a  broader  range  of  products  than  do  the  distributors, 
comparing  Exhibit  11-7  with  Exhibit  11-2. 

Typewriters  represent  a  larger  portion  of  the  retailers  annual  sales  than 
they  did  for  distributors  as  shown  in  Exhibit  II-8. 

The  retailer  whose  typewriter  sales  are  less  than  ^  oi  \%  annual  sales 
does  not  carry  SCM. 
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EXHIBIT  11-7 


PRODUCT  MIX  -  RETAILERS 


-  ■ 

RESPONDENTS 

TYPEWRITERS 

OTHER  PRODUCTS 

A 

SCM 
Olivetti 
Olympia 
Citizen 

Calculators 
Adding  Machines 
Office  Furniture 

B 

SCM 

Brothers 

Calculators 
Copiers 

Tfi|fif-\|->onp  An<?werina 
Machines 

C 

SCM 

Brothers 
Silver  Reed 

Micro  Computers 

D 

SCM 

Calculators 
Cash  Registers 
Office  Equipment 
Office  Furniture 

E 

SCM 

Brothers 
Olympia 
Silver  Reed 

Calculators 
Office  Furniture 
Stationery 

F 

Olympia 
Silver  Reed 
Adier 

Calculators 
Cash  Registers 
Checkwriters 
Office  Equipment 
Small  Computers 
Word  Processors 
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EXHIBIT  11-8 


PERCENT  OF  RETAILER  RESPONDENTS' 
OVERALL  SALES  REPRESENTED  BY  TYPEWRITERS 


'              ■         ■      ■  ^ 

RETA 1  LER 

PERCENT 

CUMIVlbNT 

 ^  -7 

A 

50 

25%  Portables 

B 

25 

Portables 

C 

95 

50%  within  2  years 
(50%  microcomputers) 

D 

2-3 

Facit  Biggest  in  Dollars 
SCM  Biggest  in  Units 

E 

20 

F 

<0.  5 
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The  retailer  who  claims  that  typewriters  are  95%  of  his  annual  sales 
feels  that  any  office  equlpnnent  dealer  who  doesn't  take  on  a  small 
computer  line  will  be  left  out  in  the  cold  in  a  few  years.  He  feels  that 
in  two  years  his  sales  of  typewriters  will  drop  to  50%  of  his  annual  sales 
while  computers  will  make  up  the  other  50%. 

Two-thirds  of  the  retailers  interviewed  claim  that  SCM  is  their  biggest  selling 
electric  portable  typewriter. 

Two  respondents  claim  Olympia  is  their  best  selling  electric  portable 
typewriter.  One  of  these  retailers  carries  SCM  and  the  other  does. 

As  a  group  the  retailers  have  very  negative  feelings  about  the  portable 
typewriter  market. 

They  see  no  major  new  segments  opening  up. 

They  expect  the  student  market  to  remain  constant. 

The  small  business/professional  office  market  is  vulnerable  to  small 
computers/word  processors. 

The  home  market  may  grow  especially  as  more  people  are  starting 
small  businesses  in  their  homes. 

As  a  group  the  retailers  fear  the  electronic  portable  typewriter. 

Repairs  and/or  test  equipment  will  be  expensive. 

It  is  expected  to  require  a  large  investment  in  inventory. 

Prices  and  competition  will  follow  the  calculator  market. 

F^apidly  dropping  prices. 

Cut  throat  competition. 
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Huge  increase  in  manufacturers. 
Very  aggressive  Japanese  marketing. 

Eventually  "disposable"  machines.  The  cost  of  repair  will  be  so 
high  compared  to  the  new  machine  cost  that  the  old  machine 
becomes  "disposable." 
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